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The concept “context” was raised in linguistics in the 1920s. Since then, people 
began to realize that the comprehension of language not only relied on the analysis on 
linguistic level, but also on the circumstances that the specific text was produced and 
used in. Based on different perspectives and objectives, scholars in this field pushed 
forward the development and application of context theory to a diversified prospect. 
Thus the unique functions of context theory in the application of translation practice 
attract more and more researchers’ attention.  
The writer of this thesis tries to combine the study of TL readers’ cultural context 
to the translation of scenic spots introduction, so as to testify its feasibility and search 
for suitable strategies in use. 
Scenic spots introduction is the first-hand material that foreign tourists get to 
know about the destination, which aims at effectively transferring information and 
attracting foreign tourists. However, the booming of the inbound tourism in China 
encounters the dilemma of deficient and poor quality translations. Scenic spots 
introduction is vocative and reader-oriented, with TL readers’ understanding and 
response as the main focuses. However, existing translations nowadays are mainly 
concerned about factors in source language, which fail to solve the communication gap 
between different cultural contexts. 
The present thesis falls into six parts.  
The first part is the introduction which initiates the research background, motive 
and objective of this thesis. There are four chapters in the body part.  
Chapter One briefly reviews the development and classifications of context theory. 
The writer tries to propose related classification in accordance with the research 
objectives of this thesis and gives a definition to target language readers’ cultural 
context. 
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get to know the evaluations and expectations that foreign tourists have to the present 
translations of scenic spots introductions through the analysis. 
Chapter Three briefly introduces the definitions and classifications of tourism, 
tourism translation and the translation of scenic spots introduction. It also sums up the 
characteristics of scenic spots introduction and points out the main problems existing 
in present translations. 
Chapter Four discusses the feasibility of the application of TL readers’ cultural 
context into certain texts. The interpretive and restrictive functions that TL readers’ 
cultural context possesses are instructive in translation process. As for scenic spots 
introduction, using expressions and corresponding analogy that fit TL readers’ cultural 
context can better realize the expected objectives of the texts and provide acceptable 
versions. 
The last part is a conclusion of the whole thesis. It restates the investigations and 
analysis done in previous parts and tries to sum up the result of this thesis. 
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0.1 Research Background 
0.1.1 Current Tourism and Tourism Translation  
The communication among nations has long been the main theme of human 
activities. With the ever-growing need for the development of global economy, tourism, 
as one of the important means that help to realize the full prosperity of society and 
promote the understanding among people, is being placed in a more and more crucial 
position. Nowadays, people living within the “global village” are provided with 
convenient resources to travel and to enlarge their eyesight. Thus tourism has become a 
new economic growth point which has exceeded some other industries and has earned 
its name as “sunrise industry” (Zhu Baosen, 2002). 
Along with the booming of global tourism, China’s tourism has also witnessed a 
rapid development in both inbound and outbound sectors (the words “inbound” and 
“outbound” are quoted from Travel and Tourism Dictionary, where “inbound tourists” 
referring to foreign tourists traveling in China, and “outbound tourists” referring to 
Chinese tourists traveling abroad①). According to a prediction made by the WTO 
(World Tourism Organization), China will become one of the key tourist destinations 
in the coming decade. Up to the year 2020, China will exceed other countries in 
becoming the biggest tourist destination. Being a country with splendid and unique 
scenery together with profound and outstanding culture, China has great potential in its 
inbound tourist market. Many foreign tourists are eager to know more about this 
mysterious land. The coming 2008 Olympic Games which is to be held in Beijing will 
also bring to China good opportunities for the development of tourism, especially that 
of the inbound tourist market. The booming of inbound tourism market calls for 
sufficient and well-translated tourist material, especially Chinese to English(C-E) 
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translations, as English is the most commonly used language around the world. Since 
the translation of tourist material is the first-hand information that foreign tourists get, 
more concerns should be added to the demand for quality and acceptability. 
It is noted that both the government and travel agencies have been aware of the 
situation and have come to realize the necessity and importance of the translation of 
tourism publicities. In recent decades, a large number of such materials have been 
published and some endeavor has been made to improve their quality. However, the 
present situation is still far from satisfactory. Many translations are of poor quality 
which lead to misunderstanding in communication and failure in realizing the 
functions of the materials. 
According to Wenjun’s investigation on the present translation of tourist material 
(2004), there are mistakes such as spelling, omission, grammar, Chinglish, misuse of 
words and expressions, redundancy and cultural misunderstanding. Most of them are 
originated from culture factors. The cultural gap between source language and target 
language has long been considered as the most difficult point to deal with during the 
process of translating. (In the latter part of this thesis, source language will be 
abbreviated as SL and target language TL; source language text will be abbreviated as 
ST and target language text TT) It is even more evident in tourism translation because 
tourism is closely related to culture. The different cultural contexts that TL readers 
possess pose obstacles to the communication. In an era that both challenges and 
opportunities are posed for China’s tourism industry, an effective approach to solve 
this problem and to produce good translation of tourist material is needed. 
 
0.1.2 The Scope of Material Investigated 
    Tourism translation is a broad topic, in which different kinds of information are 
involved, such as introductions to scenic spots, notices and signs, advertisements, 
transportation information, and information about tourism operations, etc. Among all 
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